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News medium trustworthiness is paramount in an
audience’s decision to consume that medium, whether it
be new or traditional. Perceived trustworthiness as a
deciding factor o f an audience’s preferred news mediu m
is a concept that has not been sufficiently studied. Prior
research has not given answers to questions of audience
trust and the competitive relationship between new and
traditional news media. This study’s purpose is to better
understand how self-assigned trustworthiness affects
how one gathers news information and fro m which
mediu ms (e.g. traditional media like newspapers and




The trustworthiness of a particular medium does not
necessarily influence consumption or usage. While
many respondents frequently used new media,
traditional media was still found more trustworthy,
demonstrating there is little correlation between the two.
By developing a greater understanding of this
relationship, news organizations and researchers can
have a better idea of how audiences consume news and
evaluate trustworthiness. The results found in this study
exemplify the distinction many consumers face when
evaluating trustworthiness in comparison to actual
usage. Patterns and significant points found in this data
highlight the importance o f continued research into new
and traditional media, trustworthiness, and the
significance of the relationship between trust and
consumption.
Conclusion
This research analyzed 132 individuals of various
demographics using an online survey that was shared on
social networking sites (Facebook and Reddit).
To record newsgathering habits, respondents were asked
to self-report what media they used to gather news.
Options included three traditional media (print sources,
television, and radio) and three new media (Facebook,
Twitter, podcasts/blogs).
Methodology
To record media trustworthiness, participant reported
perceived trustworthiness of traditional media in general
and new media in general, followed by reporting
perceived trustworthiness of speci fic given media
(radio, television, print newspapers, blogs, YouTube,
Facebook, and Twitter).
Analyzed data was based on comparisons between
recorded percentages and numbers.
Research Questions
RQ1: Do consumers find new media to be more trustworthy than 
traditional media?
RQ2: Does trustworthiness impact usage and consumption?
The overall trustworthiness of a news medium is 
dependent on a number of factors. The introduction 
of new media sources, such as social networking 
sites, blogs and podcasts, has changed the way that 
audiences consume news (Baran & Davis, 2015). 
Increased usage of new media forms has led to 
questions about the trustworthiness of these 
platforms in comparison to traditional media forms 
such as newspapers, television and radio. Scholars 
have speculated about the prevalence of new forms 
of media and their impact, however media 
trustworthiness and its impact on consumption have 
not been sufficiently studied.
The purpose of this study is to examine and compare 
trustworthiness across both new and traditional 
forms of media. More specifically, the study will 
examine how trustworthiness affects the way 
consumers gather news information from various 
mediums.
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• Traditional media was found more trustworthy 
than new media when using general terms and 
when using specific media.
• Print newspapers are most trustworthy. 
Facebook is the least trustworthy.
• There was no direct link between perceived 
trustworthiness and media use.
